
Facebook & Twitter 
Week 6 – Feb. 13 

UW Social Media Certificate 

Winter 2013 



Agenda 

• Housekeeping – what’s due? 

• CMP update 

• Minute papers 

• How Facebook works 

• Insights 

• Facebook Ads 

• Twitter for media relations 

 

 

 



Housekeeping 

• What’s due: 

• Simply Measured assignment – next week (2/20) 

• Facebook Ads assignment – due week 8 (2/27) 

• Final project/group presentation – week 10 (3/13) 

 

• Assignment details on PPTs; will also post to the course wiki. 

• Push back spring class one week, starting April 3 & ending 
June 5. Your call… 

• Promote WOMMfest in your social networks, giving value to 
your fans and followers. 

 

 

 



Facebook group report 

 

CMP update 



Minute papers 

• One thing I do think is important, I don’t think it’s enough to say “Like us on 
Facebook” you have to indicate what great thing they’ll get from liking you–
e.g., “Like us on Facebook to get special offers” or something like that.  

 

• This is all about retention. Whereas the social properties typically aren’t 
targeted as acquisition or retention vehicles, [they] may provide relevant 
news and the latest info about new products/services – important to both 
new and existing customers. In the direct email, it would be important to 
reference these properties to go to for news and updates. 

 

• I think that is beginning to shift as social media is now becoming our first 
stop for news updates and communication over email. I see social media 
being the driving force that gains a followership of those who then will be 
the openers of the direct email.  

 



Facebook (sigh) 







How Facebook works 

• There are three ways to share content on Facebook. 

• One of those ways is 3X more effective. 

• Pictures can get you more visibility, which can get you more 
clicks. Rinse and repeat. 

• Clicks are everything on Facebook. 



How Facebook works 

• Example 1: Standard cut 
and paste with only the link 
and no customization. 

• This is the least effective 
way to share content on 
Facebook. 



How Facebook works 

• Example 1: Standard cut 
and paste with only the link 
and no customization. 

• This is the least effective 
way to share content on 
Facebook. 

 

• Example 2: Clear status 
update with custom 
headlines in the link box. 

• Widely used, but still not 
the ideal way to share. 
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• Example 1: Standard cut 
and paste with only the link 
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How Facebook works 

Custom copy (100-200 characters) 

Custom headline (make it count) 

• Example 1: Standard cut 
and paste with only the link 
and no customization. 

• This is the least effective 
way to share content on 
Facebook. 

 

• Example 2: 



How Facebook works 

Custom copy (100-200 characters) 

Custom headline (make it count) 

Custom description  
(usually the first sentence) 

• Example 1: Standard cut 
and paste with only the link 
and no customization. 

• This is the least effective 
way to share content on 
Facebook. 

 

• Example 2: 

 



How Facebook works 

• Example 3: Share a 
compelling photo instead  
of a link. 

• Why? 

• Because thumbnail images 
and links are hard to see, 
and Facebook knows fewer 
people will click on it. 

• Photos = 3X more visibility. 

 



How Facebook works 

• Example 3: Share a 
compelling photo instead  
of a link. 

• Why? 

• Because thumbnail images 
and links are hard to see, 
and Facebook knows fewer 
people will click on it. 

• Photos = 3X more visibility. 

• Include a shortened URL  
(Bitly) so fans can still get 
the info they need. 

 



Understanding EdgeRank 

• EdgeRank is Facebook’s most important feature 

• Algorithm that determines what content people see in their News Feed. 

• Not every fan sees every post (just 15% see the content we share). 

• Facebook will show ONLY what it feels people  
will actually click on. 

• It’s all about getting clicks! 

• EdgeRank increases with each interaction. 

• Stronger EdgeRank with fans means  
more visibility for your content. 

• This is true for personal relationships  
as well as fan pages. 

 

Stronger EdgeRank means more 
content gets seen by fans! 



How EdgeRank weights posts 

Photos / 
Videos 

Status 
Updates 

Links 



Photos / 
Videos 

Status 
Updates 

Links 

These get prioritized in 
fans’ News Feeds. 

How EdgeRank weights posts 



Photos / 
Videos 

Status 
Updates 

Links 

These get prioritized in 
fans’ News Feeds. 

These do not. 

How EdgeRank weights posts 



Show, don’t tell 
Facebook doesn’t care what we have to say. It only cares what we  
have to show. 

Photos and videos can get us here. 



Facebook doesn’t care what we have to say. It only cares what we  
have to show. 

Photos and videos can get us here. 

Sweet 

 spot! 

Show, don’t tell 



Sharing pictures on Facebook 

• Photos can tell stories, and they 
entertain without demanding too 
much of the viewer. 

• People may forget the words you 
share in a post, but they will carry 
the visual in their heads long after 
they see it. 

• Don't just post pictures of your 
brand—post pictures of how 
people connect with your brand. 



Examples 



Examples 



Examples 



• Links look like this. 
 

• That’s not good enough  
to catch people’s attention. 

Links vs. pictures 



Links vs. pictures 



Status updates vs. pictures 

• Text-only posts aren’t that 
compelling, either. 



Status updates vs. pictures 



Where to find pictures 

• Take pictures yourself. (It’s the smartphone era, after all.) 

• Flickr Commons—always credit the source. 

• Wikimedia Commons—always credit the source. 

• Stock photo sites, such as iStock and Getty Images. (iStock is 
cheap, and Getty has a royalty free option) 

• My favorite is FreeDigitalPhotos.net—always credit the source. 

http://www.flickr.com/commons?GXHC_gx_session_id_=6afecb2055a3c52c
http://commons.wikimedia.org/wiki/Main_Page
http://www.istockphoto.com/
http://www.gettyimages.com/
http://www.freedigitalphotos.net/


Adding text to pictures 

• PicFont.com (this tool place 
text on top of images) 

• Microsoft Paint 

• PowerPoint 

 

 

http://picfont.com/


Getting engagement 

• Fill-in-the-blanks 

• Caption this 

• Ask questions 

• Did you know? 

• Fun facts 

• Quotes 

• Be timely 

• Share exclusive info 

• Reward your fans 



Promotions and contests 

• All promotions must be managed through a third-party app. 

• Must not use Facebook features or functionality (likes, 
comments, videos, photos) as a promotion’s registration or 
entry mechanism. 

• For example, liking a page or checking in to a place cannot 
automatically register or enter a promotion participant. 

• Similarly, requiring someone to share a post or photo in order to 
enter a promotion is not allowed. 

• Facebook features and functionality (i.e. likes) can't be used as 
a voting mechanism in a promotion. 



Facebook Insights 



Facebook Insights 

• Basic analytics convey health of the page. 

• Learn who your audience is. 

• Identify trends in popular post types, demographic shifts and 
people “talking about this.” 

• Understand the relationship between organic, viral and paid 
reach—strike the right balance. 



Insights glossary 

• Talking About This – Total number of people that engage with 
your page. Includes liking your page, commenting on, sharing 
or liking a post, answering a question you’ve asked, tagging 
your page, etc. 

• Friends of Fans – Friends of all your fans combined.  

• Reach – The number of people who have seen content 
associated with your page (this includes ads). 

• Virality – The percentage of people who saw a story from your 
page and “talked about it.” (Reach / Talking About This) 



Facebook Ads 



Facebook Ads 

• Leverage social graphs and personal recommendations to 
reach your target audience. 

• Easy to measure impact and outcomes. 

• Ads build on themselves, especially when used together. 

• Be patient and flexible early on, testing ads and ramping up 
the better performing ads later on. 

• Three types of ads: 

• Standard—Get more likes via targeted audience. 

• Sponsored Stories—Reach friends of fans to drive clicks. 

• Promoted Posts—Boost visibility of your content. 



Standard Ads 

• Shown in right column. 

• Allows for the most 
customization and control. 

• Users can become fans 
directly from ads. 

• Names of friends who ‘Like’ 
the page also appear. 

• These are 2X more 
personally appealing and 
relevant. 

• CPC or CPM 



Sponsored Stories 

• Uses your page’s content to generate the ads. 

• Content is seamlessly integrated into people’s Facebook 
experience, so word of mouth marketing occurs organically. 

• Cost varies, but is based on impressions. 

 



Promoted Posts 

• The only guaranteed way to extend the reach of existing content. 

• Facebook posts only reach 15% of people. Promotions kick in after 
organic reach has peaked. Reaches your current fans only! 

• Cost varies, but is based on impressions. 

 



Setting your budget 

• Daily vs. lifetime. 

• Never pay more than your allotted budget. 

• Instead of paying $100 on one ad, spend $20 on five, then 
choose to keep the top performing ads only. 



Designing your ad 



Choosing your ad image 



Choose your type of ad. 

Your fan page or external URL. 

Send users to 
your Timeline, 
event or app. 

Designing your ad 



From all of Facebook 

To people in  
your geographic area 

To fans in your  
target market based on 
age, sex, education, etc. 

To people who 
specifically like your 
topic. 

Reach the right people 



Target by city; expand your 
reach by including cities 
within up to 50 miles. 

Age range should be defined by 
your campaign goals. 

Targeting your ad 



Narrow your field even 
further by adding likes 
and interests.  

Take advantage of Facebook’s 
suggestions to reach more 
potential customers. 

 

Targeting your ad 



Target: Students, Target: Parents who  Target: Customers 
through discounts  live in the same city      who live within 10 
and late hours.          as the store.  miles of the store. 

Same ad, different audience 



Bid the maximum or slightly 
higher to give your ad the best 
chance of winning. 

Facebook will sell you the ad for 
less than your max bid if it can. 

Bidding for ads 



Connections took an action on 
your page after viewing your ad, 
such as becoming a fan. 

Clicks are the total number of 
people who clicked on your ad. 

Click-through rate is the % of people who clicked on your ad. 
Industry standard is 0.1% 

You’ll often pay less than your 
max bid. 

Tracking your ad 



Twitter for media relations 



Twitter for media relations 

• Words of caution 

• Twitter is as public as you can get. 

• Beware of using it too much as each journalist can see exactly 
who else you’re trying to pitch. 

• This can turn them off if they suspect the news will be 
everywhere anyway. 

• Set up lists of priority reporters and news outlets 

• Separate audiences for separate messages. 

• Aim for retweets (leave room for your own handle). 

• Twitter will not be your primary source of media relations, but it 
can be a great compliment. 

 



Twitter for media relations 

Example 

Send Individual Tweets: 

• Address the message to a specific 
news outlet or reporter. 

• This serves as a social media “pitch,” 
informing them of your news. 

• But the primary goal is for them to 
retweet the message to their 
followers. 



Twitter for media relations 

Example Retweet 

Reaches: 

• Additional 2,337 people on Twitter who 
follow Jim Brunner. 

• This is our target audience! 

• Network effect  when they share, our 
tweet reaches friends of friends. 

Send Individual Tweets: 

• Address the message to a specific 
news outlet or reporter. 

• This serves as a social media “pitch,” 
informing them of your news. 

• But the primary goal is for them to 
retweet the message to their 
followers. 



Twitter for media relations 

Original 



Twitter for media relations 

Original Retweet 

West Seattle Blog retweeted this 
within 60 seconds and reached the 
specific audience for this message. 

• Additional 16K followers! 



Twitter for media relations 

Original Retweet 



Twitter for media relations 

Original Retweet 

KIRO 7 retweeted in  12 minutes and reached 
28K additional followers. 



Twitter for customer service 



Twitter for customer service 



Twitter for customer service 



Resources 

• Facebook – Page Insights Guide (PDF) 

• Out-Smarts Marketing – Facebook Insights Explained 

• Mashable – 6 Posts That Build Engagement on Facebook 

• Jeff Bullas – 10 Tips for Facebook Engagement 

• State of the Media – What Facebook & Twitter Mean for News 

• Desk.com – How Twitter is Changing Customer Service 

• Forbes – Twitter: A New Age for Customer Service 

 

http://ads.ak.facebook.com/ads/FacebookAds/Page_Insights_en_US.pdf
http://www.out-smarts.com/2012/07/10/facebook-insights-explained/
http://mashable.com/2012/07/05/facebook-build-engagement/
http://www.jeffbullas.com/2011/11/01/10-best-practice-tips-for-facebook-page-content-publishing/
http://stateofthemedia.org/2012/mobile-devices-and-news-consumption-some-good-signs-for-journalism/what-facebook-and-twitter-mean-for-news/
http://www.desk.com/blog/how-twitter-is-changing-customer-service/
http://www.forbes.com/sites/lisaquast/2012/12/03/twitter-a-new-age-for-customer-service/


Assignment #4 – Facebook Ads 

• Write a 1-page ads report (10 points) 

• Using Facebook Ads, pick an organization (could be your own) 
and provide an ad strategy. 

• Identify your target audiences and briefly explain why you are 
reaching them. 

• Use targeting, promoted posts and sponsored stories to message 
these key audiences. 

• What strategies would you recommend with $1,000 a month 
for a year and $20/day for 10 days. 

• Provide analysis for why you made your decisions. 

• Due prior to class 2/27 – week 8 


